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Customers are individuals or processes that consume the results of a performance or need them and 
benefit from them. Because every function in an organization certainly has a purpose, and accordingly has 
some customers. The customer satisfaction is regarded as a key factor in the success of an organization. In 
general, customer satisfaction is generally full access to the expectations that can be main concept of 
relationship marketing. On the other hand attention to relationship marketing concept due to making 
strong relationship with customer causes improved operating results include sales growth, market share, 
investment profits, and customer retention. The aim of this study is to investigate and find out the status 
of relationship marketing strategies use and its relationship with customer satisfaction in the food 
industries of Kurdistan. In this study, three main hypotheses have been proposed and for data collection 
library method was used for theoretical discussions and field method (questionnaire)for collecting 
opinions. Collected data were analyzed by SPSS and LISREL. Results showed that all hypotheses were 
approved. That means there is a significant relationship among relationship marketing and customer 
satisfaction and purchase intention. 
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The success of all organizations and institutions, including manufacturing and services, profit or non-
profit, governmental or non-governmental is affected by many factors, one of the most important of them 
is customer satisfaction in order to achieve excellence in business. Today customer satisfaction is one of 
the basic requirements for quality management systems and excellence models. Different features of 
services cause assessment of the quality of services becomes very complex with improving its quality. It 
requires the use of a suitable tool for evaluating the quality of an intangible product. In addition, service 
contrary to tangible product is not storable, reworking and defect removing. Customer often is present in 
service offer place and observes existing defects directly that it denotes sensitivity of attention to quality 
improvement in service fields. It should be noted that due to the presence of man force to do service 
activities, standard making of service quality seems impossible (Saghaei and Kavoosi, 2005). 
Customer satisfaction is the main factor in the success of many organizations and several researches have 
mentioned customer satisfaction relationship with mouth  to mouth communication, loyalty, purchases 
repetition and increasing profitability of organizations (Gonzales, Fernandez, Prado, 2007) in the service 
industries that providing services is based on how to meet and their experience from the organization. 
Thus it is no wonder that companies spend considerable resources to measure and manage customer 
satisfaction. Businesses should investigate factors affecting customer satisfaction and his again coming to 
improve customer satisfaction and loyalty and achieve their commitment by meeting customer 
satisfaction (low and colleagues, 2004). 
With global growth, making and survival of long-term relationship with the customer is the main concern 
of companies (Hsieh and colleagues, 1681-1689). 
In marketing, innovation is said to anything like the brand, product, idea, service, technology, activity and 
process that are considered new and fresh from members of a social system view point. One of the theory 
of innovation uses in the field of adoption and diffusion of innovation in the field of management and 
specifically the field of management and specifically the area of marketing science, the field of adoption 
and diffusion of innovation is in new product and services form by individuals. In fact, current 
organizations are under great pressure for applying new technologies to develop new products and 
technological advances are constantly producing and offering new products and services in all areas and 
all industries (Wee, 2003). 
In this study, for the first time the simultaneous impact of relationship marketing and customer 
satisfaction with the intention to buy is measured and in this population is still not tested and we want to 
study the subject in this research. 
Research shows that the cost of attracting new customers is five times of the cost of retaining existing 
customers. Companies have found that losing a customer is more than losing a sale item, it means the loss 
of that customer’s total purchases during the lifetime or time period that the customer could do. 
Customers are individuals or processes that consume the results of a performance or need them and 
benefit from them. Because every function in an organization certainly has a purpose and accordingly has 
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some customers. The customer satisfaction is considered as a key factor in the success of an organization 
and anyone knows more or less what the customer satisfaction is. Until you ask him to provide a 
definition for it, then it seems that nobody can define it. In general, customer satisfaction is generally full 
access to expectations that can be the core concept of relationship marketing (Oliver, 1980 and Brady, 
2001). On the other hand attention to relationship marketing concept due to making strong relationship 
with customer causes improved operating results include sales growth, market share, investment profits, 
and customer (Crusby, 2004).  
Significant and important research has been done concerning relationship marketing concepts in 
marketing topics that studies such as Brodie (1999), Mavondo (2001), Balamntines (2001), Ahmad 
(1999), Murphy (2004), Fung (2008), sorce (2002) and Vargo (2009) can be pointed out. 
 Knowing how Kurdistan food industry executives understand relationship strategies and status of its use 
can lead to the creation of a foundation for future research. As well as opportunities to improve customer 
satisfaction on purchases through the adoption and correct implementation of relationship marketing 
strategies is among the objectives of this study. Accordingly, this study seeks to examine the role of 
relationship marketing on desire for  buying from customer satisfaction channel in the form of the 
following theoretical model. 
2- Presenting model 
Because in today’s business world  gaining proper position in the mind of the consumer, overtaking the 
competition by various means and in general the identification of several factors that influence consumer 
preferences and purchase intention are very important as well as service and manufacturing organizations 
continually strive to maintain existing customers and gain new customers, the study has dealt with 
investigating relationship marketing factor and its impact on the customer’s purchase intention to show 
the organizations which factor is more important and helps them to increase their sales of products and 
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(Homburg and furst, 2005) 
(Yu Kyoung Kim, Hyung Ryong Lee, 2011) 
 
3- Methodology 
This is an applied research and since it investigates further relationships between variables in the existing 
circumstances is descriptive and survey and uses structural equation modeling to examine the relationship 
between variables. Data collection conducted through a questionnaire containing a number of questions 
about the measured variables of the research population. The questions using special techniques and 
scales are made in such a way that information can be collected from the intended population or sample. 
Thus this is an applied research and concerning the method of collecting information for the purpose of 
research is descriptive survey. Data were collected using a questionnaire which is made up of three parts: 
The first part included questions about personal characteristics, education and gender. The second part of 
the questionnaire included questions on independent variables. These components were created based on 
a five point Likert scale (1 = strongly disagree to 5 = strongly agree). 
Structural equation modeling was used in order to estimate the measurement model and research 
structural model. In this method, the mathematical and statistical complicated combination of 
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complex system to analyze a complicated phenomenon. This technique allows assessing the relative 
importance of direct and indirect links of variables and thus helps for understanding the mechanism of 
cause and effect among variables. 
In this study Christian Gro¨nroos standard questionnaire (1999) was used to measure determining the 
relationship marketing . Mukesh Kumar standard questionnaire (2009) was used for measuring customer 
satisfaction. Mahd rizami and colleagues standard questionnaire(2010) was used to measure purchase 
intention. For using this questionnaire at first items of the questionnaire were translated into Persian and 
in conformity with the Iran issue in a few cases some literary terms were replaced with more appropriate 
words. Modified questionnaire containing 30 items on 4 pages  covers three relationship marketing, 
customer satisfaction and purchase intention. At the beginning of the questionnaire the purpose of data 
collection by questionnaire and the need for respondent’s cooperation in the supply of data required was 
stated by an explanatory letter. For this purpose, emphasis has been made on the value of the data resulted 
from the questionnaire to encourage respondent  in answering questions. Several questions  have also 
been designed to obtain respondent descriptive information such as gender, age, income and education. 
For formulating  replies the five point Likert-type scale (scale range of 1 for strongly disagree and 5 for 
strongly agree) was used that is considered one of the most common scales of measurement of close-
ended  responses. In this manner, respondent should  read each item and then specifies his degree of 
agreement with its content in the scale range. To learn more about the structure of the questionnaire, a 
summary of the items of the questionnaire is brought below. 
A summary of the items of the questionnaire and  their encoding manner 
 
relationship marketing 
1RM Fame level RM5 Responding to problems 
RM2 Good support RM6 Solving problems 
RM3 Clear explanations RM7 Activities boundary 
RM4 Electronic message impact RM8 Sale agencies 
Customer satisfaction 
CS1 Proper reception CS6 flexibility 
CS2 cooperation CS7 Various services offer 
CS3 Being on time CS8 Attracting customer attention 
CS4 Care in demand CS9 Satisfaction in coming to organization 
CS5 Demand meeting CS10 Up to date equipment 
Purchase intention 
PA1 Family preference PA2 personal preferences 
PA3 Used materials healthiness PA4 Used materials freshness 
PA5 Product quality PA6 Nutritional Value of products 
PA7 Nutritional safety of products PA8 Average use amount of products 
PA9 Natural and organic materials PA10 Health and lifetime of products 
PA11 Used materials taste PA12 Raw materials quality and safety 
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Cronbach’s alpha was used in order to determine the reliability of the test. The method is used for 
calculating the internal consistency of measurement instrument that measures  the different attributes. The 
higher alpha  shows more reliability. In this study, a total of 150 questionnaires were distributed and 
finally  150 questionnaires were completed and returned, and the analysis was based on 150 
questionnaires as follows. 








0.787 0.766 0.851 α Cronbach 
Source: researcher calculations 
According to Table 1 high Cronbach’s alpha  for  three structures  shows the desirability of collecting 
data instrument. Since Cronbach’s alpha for the three structures is more than 0.7  represents the 
desirability of collecting data instrument for  an exploratory study. 
4-2 exploratory factor analysis 
Exploratory analysis is considered more as a method to develop and produce a theory and not a theory 
test method. All exploratory factor analysis methods tend to give similar results with principal 
components solution. When the number of variables is relatively large (greater than 30) and none of them 
share low (less than 0.4), all exploration methods produce similar results. The following tables show the 
results of the factor analysis for the variables: 
Table 2. Exploratory factor analysis results of relationship marketing using the principal 






RM1 .418 .494 
RM2 .162 .764 
RM3 .739 .066 
RM4 .765 .202 
RM5 .694 .340 
RM6 .642 -.010 
RM7 .589 .363 
RM8 .024 .858 
Source: researcher calculations 
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KMO index  value =0.745 (Kayzer- Meyer -Avlkin), which indicates sufficient sample size and selected 
variables for factor analysis. 
Table 3. Exploratory factor analysis results of customer satisfaction using the principal 





1 2 3 
CS1 .158 -.093 .831 
CS2 .034 .079 .840 
CS3 .027 .802 .028 
CS4 .246 .586 -.086 
CS5 .698 .065 -.378 
CS6 .069 .751 .044 
CS7 .617 .311 .315 
CS8 .598 .112 .062 
CS9 .770 -.068 .090 
CS10 .485 .206 .156 
Source: researcher calculations 
KMO index value =0.593 (Kayzer- Meyer -Avlkin), which indicates sufficient sample size and selected 
variables for factor analysis. 
Table 4. Exploratory factor analysis results of purchase intention using the principal 
components - Rotated factor matrix 
 
 





1 2 3 
PA1 -.115 -.034 .886 
PA2 .027 -.104 .873 
PA3 .563 .397 -.261 
PA4 .301 .817 -.095 
PA5 .638 .369 -.061 
PA6 .656 .322 .062 
PA7 .720 .382 -.038 
PA8 .808 .193 -.093 
PA9 .882 .046 .007 
PA10 .288 .688 -.148 
PA11 .234 .792 .025 
PA12 .644 .372 -.069 
Yarallahi & Shojaei (2015). Asian Journal of Research in Marketing, 




KMO index  value =0.841 (Kayzer- Mayer -Avlkin), which indicates sufficient sample size and selected 
variables for factor analysis. 
 
4.3 measurement model and confirmatory factor analysis  
Confirmatory factor analysis is in fact a theoretical test model, in which we begin our analysis with a 
previous hypothesis. In this section we focus on the confirmatory analysis that is part of the measurement 
patterns. This pattern argues on the observed factors and variables and other variables (latent variables) 
and in fact is the hypothetical factor structure that is taken into account for the observed correlations. 
Confirmatory factor analysis has very complex algebra and LISREL or its equivalent programs are 
always used for any calculations. Confirmatory analysis compares patterns that explicitly discuss the path 
analysis and its principles  can be understood through this technique. 
 
 
Diagram1: confirmatory factor analysis results of relationship marketing with t values 
 
Source: researcher calculations 
 
Diagram 2: customer satisfaction measurement model with t values 
 
Source: researcher calculations 
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Source: researcher calculations 
 
We can clearly see that the results of measurement models fully confirm theory made in exploratory 
factor analysis section. 
4.4- Structural model and path analysis 
Structural model is causal relationships between hidden variables. The model objective is to detect both 
direct and indirect effects of exogenous latent variables on endogenous latent variables or in other words, 
presenting the path analysis of the research model. At this stage, we tried to estimate different causal 
models of relationship marketing and customer satisfaction and then select models with most acceptable 
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Diagram 4: path analysis graph 
 
 
Source: researcher calculations 
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Based on the above diagrams that this study conceptual model has been estimated using structural 
equation modeling, following table that is a summary of diagrams can be presented: 


































Source: researcher calculations 
 
The aim of this study as far as an experimental study allowed is to explore the meanings and concepts 
mentioned in the previous chapters. Therefore, data obtained from the questionnaire were analyzed and 
we have seen that valid measures and extended models were reliable and statistically significant. In order 
to exploit the estimated model,we should fully interpret the results obtained from the models. Before 
interpreting the results of the structural model estimation, fitted model should be appropriate and fit 
goodness tests confirm the suitability of the estimation. In such circumstances, we can trust results of 
model estimation. 
The results of direct and indirect and total effects from the table that represents total effect shows that 
relationship marketing for purchase intention in Kurdistan province food industry has statistically 
significant effects. 
5- Conclusions and Recommendations 
As mentioned in the previous sections, the results of statistical analysis endorse all of hypotheses, thus 
this research can be trusted to assess the relationship between relationship marketing and customer 
satisfaction that intends to buy in Kurdistan province food industry and its findings is used to identify 
strengths and weaknesses points of services provided by province industries to improve the quality of 
services. The findings show among aspects of relationship marketing  three dimensions of  relationship 
and commitment conflict removing have the greatest impact on customer satisfaction and confidence is at 
the next level in having effect, so we can say that sale dealerships and clear explanations and sending 
electronic messages and product support can have the greatest impact on customer satisfaction 
respectively as well as the results of the regression analysis show all aspects of customer satisfaction have 
a positive impact on purchase intention in the province food industry. The empathy, warranty and 
guarantee, reliability had the greatest impact on customer purchase intention and physical dimension is in 
next category in terms of impact, therefore we can say that appropriate reception has the greatest impact 
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in this issue and after that customer involving in affairs and being on time in meeting demands, 
satisfaction at time of coming to organization, flexibility, various services, meeting need according to 
demand and at next category up to date equipment have the most effect on customer satisfaction and 
increase purchase desire in customer in the province food industries. So we can say that managers should 
seek to improve customer satisfaction accordingly in order to see better results in goals advancement 
including profitability of the organization. The results of the regression analysis show that family 
preferences and products quality, safety of raw materials, products taste, nutritional value, freshness and 
shelf life of products have the most impact on individual behavior for purchase intention. Therefore 
managers and investors in the province food industry should be aware of the impact of relation of 
relationship marketing and customer satisfaction to buy  in the province food industry and the results of 
the study are reliable to be used. 
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